Abstract: Adopting electronic customer relationship management (e-CRM) in a country like Egypt, with over 80 million, needs clear understanding of the Egyptian users' characteristics, perception, and e-readiness. E-CRM provides various benefits to banks, employees and bank clients, and can serve a great number of users regardless of the bank's capacity and working hours. In order to better understand the e-CRM readiness in the Egyptian context, a structured questionnaire was devised to survey a sufficient number of bank employees; as the actual e-CRM users. The investigation was conducted in Alexandria, as the second main city in Egypt. Data collected was analysed statistically using SPSS. From the data analysis, supported by a review of literature, the researchers could better understand the problem, derive conclusions and make recommendations to e-CRM decision makers, which would help promote and enhance the e-CRM in Egypt.
Introduction
Computers, information technology and internet have been replacing the labour-intensive business activities across the different industries. In the current market, companies are shifting their business strategies from being product-oriented to being customer-oriented. This allows organisations like banks to achieve higher returns on invested capital, gain more customers, and allow for large investment opportunities by understanding their customer needs.
Customer relationship management (CRM) is a strategy mainly used to optimise customer loyalty and their lifetime experience. CRM can help companies succeed, where not only large multinational companies, but also many small companies are increasingly seeking to implement CRM in order to find a competitive advantage on which to base their business strategy.
The Banking industry in Egypt is one of the oldest and largest in the region. The banking sector plays a crucial role in the development process in Egypt (El Aziz, 2012) . The banking sector consists of commercial, specialised, and financial institutions operating in the fields of investment and credit for industry, agriculture, housing and rural development.
Improving this sector would lead to faster rates of economic growth. This mechanism is achieved mainly through the role of the banking sector in mobilising more savings and channeling them to better investment allocation. This would lead to higher productivity and more capital accumulation. To achieve these results, an efficient banking system is required. The goal of banking reform created an efficient banking sector which offers better quality services. This can be achieved through implementing electronic customer relationship management (e-CRM) in banks (American Chamber of Commerce in Egypt, Business Studies and Analysis Center, 2008) .
CRM applications are critical success factors for businesses and they increase the competition between organisations/banks (Srivihok and Batanov, 2005) . Banks should investigate e-CRM readiness before actually implementing it (Dyche, 2002) . In order to avoid e-CRM failure, banks should not only focus on the technical aspects, but rather focus on the social factors that affect technology adoption in any environment.
Despite the clear need for such an investigation, literature seem to have been mainly concerned with the micro level in an organisation, focusing only on technical aspects of corporate web presence (e.g., design, usability, features, and the acceptance of web pages) or on marketing issues (e.g., customer behaviour, satisfaction, and retention, as well as trust). However, there has been little work on assessing the organisations perception and readiness for e-CRM (Tan et al., 2002) .
Problem definition
According to Liu and Han (2007) , banks with good CRM retain their substantial competitiveness in the market place. Similarly, Coltman (2007) stated that the financial organisations can be competitive advantage through deploying CRM and e-CRM. As e-CRM involves several interests, the problem could not be solved using technology alone. Technology always exists within a social context. In this sense, in order to understand e-CRM from the technical perspective, it is necessary to understand how CRM is perceived, and whether Egyptian banks are considered ready for e-CRM adoption.
Although literature is rich with CRM studies, it has been mostly conducted in the West, leaving developing countries with a clear gap. Despite CRM and e-CRM benefits, e-CRM systems keep failing, where every three organisations adopting it, one organisation fails (Murphy and Hackbush, 2007) . According to Amerongen (2003) , 60% of organisations adapting CRM do not achieve the required return on investment (ROI). In 2004, Alter has also stated that 63% of firms that deployed CRM have currently failed. Although around 70% of organisations who implemented CRM solutions have failed (Foley, 2002) . Unfortunately little work has been done on assessing e-CRM adoption perception readiness.
Therefore, the research aim will be to investigate what are the main factors that affect e-CRM readiness in banks within the Egyptian context through surveying bank employees using a structured questionnaire in order to collect data in an objective and a standardised way. Banks have been chosen as case studies, and bank employees were surveyed. In order to understand whether different perceptions affect e-CRM readiness, the research needs to answer the following question: What are the main factors that affect e-CRM readiness?
CRM and e-CRM
CRM is all processes that organisations employ to manage their contact with current and prospective customers. The aim of CRM is to establish and maintain long term relationship between current and prospective customers with the organisation. Organisations collect, store, retrieve and analyse information about their customers. For that purpose a software should be implemented (Bose, 2002; Arndt and Gersten, 2001; Schellong, 2005; Levine, 2000; Swift, 2000; Rigby et al., 2002; Ryals and Payne, 2001; Starkey and Woodcock, 2002; Xu et al., 2002; Frow and Payne, 2004; Chou et al, 2002; Kotorov, 2003) .
In addition, e-CRM, makes use of internet technology and automation, and integrates it with existing CRM process and software (Fjermestad et al, 2003) . According to Dyche, 2001 ), e-CRM is a combination of software, hardware, and management commitments. This leads to an improvement of customer service, a development in the relationship and retention of valuable customers (Khurana, 2010) . E-CRM system aims to improve customer service, develop a relationship and retain valuable customers. E-CRM has been a major concern for many organisations especially the banking sector (Anumala, 2007) . E-CRM can be operational, analytical, or collaborative. Operational e-CRM refers to customer touch points, such as telephones, fax, letters, e-mails, etc. Analytical CRM refers to the continuous of collecting customers' data which requires technology. Collaborative CRM is a communication center that aims at building online communities, developing business-to-business customer exchanges, and personalising services (Adebanjo, 2003; Greenberg, 2002) .
E-CRM perceived benefits
E-CRM provides various benefits to employees and customers, some of which are:
• integrating customer data into a single database which allows departments within the organisation to share the information (Scullin et al., 2002) • improving communications within the company either between the employees or between the customers and employees (Goldenberg, 2002) • using e-mail across departments allows finishing work quickly, inexpensively and also helps in distributing information and order confirmations (Awad, 2000a (Awad, , 2000b • e-CRM provides personalisation and customisation of products, services, and web content to specific users preferences
• based on Gupta et al. (2004) a 1% improvement in customer retention will lead to a 5% increase in firm value.
Based on the illustrated perceived benefits, many management experts welcome CRM, and companies rush to implement the concept without fully understanding the organisational restructuring required for successful CRM implementation (Abbott, 2001) . This is clear because according to less than 50% of CRM projects meet organisation needs (Murphy and Hackbush, 2007) . It was also found that 22% of CRM initiatives were dissatisfied. This would normally lead to cases where the output delivered to the organisations turns out to be below expectations.
According to the literature, several reasons behind the e-CRM implementation failure have become clear. The main failure causes are mainly employee resistance to change Robertswitt, 2000) , insufficient e-CRM training (Liu and Han, 2007) , lack of management support (Freeland, 2002) , lack of integration with other systems (Ward, 2001; Amstel et al., 2000) , absence of well defined strategies and objectives (Truck, 2004; Chen and Popovich, 2003; CGI Group Inc., 2004; Greenberg, 2002) , lack of cost-benefit analysis for e-CRM implementation (Goodhue et al., 2002) , lack of appropriate IT infrastructure (Chen and Chen, 2004) , technology use (Stahl, 2003; Simpson, 2002) , and being department-centric rather than customer-centric (Truck, 2004) .
E-CRM challenges
In the body of literature, several reasons behind e-CRM implementation failure became clear. E-CRM failure causes are mainly employee resistance to change Robertswitt, 2000) , insufficient e-CRM training (Liu, 2007) , lack of management support (Freeland, 2002) , lack of integration with other systems (Ward, 2001; Amstel et al., 2000) , absence of well defined strategies and objectives (Truck, 2004; Chen and Popovich, 2003; CGI Group Inc., 2004; Greenberg, 2002) , lack of cost-benefit analysis for e-CRM implementation (Goodhue et al., 2002) , lack of appropriate IT infrastructure (Chen and Chen, 2004) , technology use (Stahl, 2003; Simpson, 2002) , and being department-centric rather than customer-centric (Truck, 2004) .
Although literature has been very rich with available technological systems, technical problems, technology adoption, and e-readiness in general, a deep investigation concerned about the e-CRM perception and readiness in developing countries have been very few and superficial. Few of which identify the importance of organisational culture, and none of them actually considered the Egyptian cultural context in particular. Ocker and Mudambi (2002) have revealed the importance of culture in his alignment model for CRM. Researches suggests that between 30 to 75 % of CRM initiatives fail because organisations deploy it out without assessing their cultural readiness and consider CRM applications to be the end of all customer-centric approach (Simpson, 2002) . Moreover, Gartner claims that 60% of CRM implementations do not achieve the expected ROI and, not surprisingly, Forrester, AMR Research and the Yankee Group all draw similar conclusions (Foley, 2002) .
To build a relationship with a customer is a socio-technical aspect where the most important factor in that objective seems to understand what are the customer values, thoughts, and perceptions and behaviour patterns. Multinational organisations deal with customers with different cultures. E-CRM systems in multinational organisations are built to attract new customers, increase customer value and retain customers.
Stahl (2003) defined corporate culture as the set of shared values and employee actions directed to a specific purpose in the enterprise. In other words, it explains what is important and what is real, and thus one should act in terms of business ethics.
Culture determines the perception and use of IT. Culture can influence whether employees are able and willing to use certain technologies and what bearing on the use of IT this is on the organisational and social level.
CRM faces stiff resistance from the employees; which leads to organisation failure. Accordingly, investigating e-CRM readiness; especially from the employees' perspective becomes a calling need, rather than a tempting area to tackle (Robertswitt, 2000) . There is a need for top management commitment and organisational support of e-commerce projects, a clear vision and a justified strategy.
The Egyptian banking industry
The Egyptian banking sector is considered one of the largest in the region. In the last decade Egypt's economy has been moving towards decentralising, deregulating and liberalising (El Nawawi and Ismail, 1999) . In 2003, Egypt was ranked number four with the value e-commerce less than one hundred million dollars. Emirates, took the first place, followed by Kuwait and Saudi Arabia (El Shenawi and Rwegasira, 2005) .
During the first half of the 20th century, the banking sector has grown quickly. In 1956, there were a total of 32 banks operating in Egypt; they were all foreign except for the National Bank of Egypt and Bank Misr. In 1961, the Central Bank of Egypt was established to act as the only responsible entity for setting banking system regulations (Kamel and Hassan, 2003) . Egyptian banking sector has further expanded in the mid 1970s, and it divided banks into three categories; commercial banks, business and investment banks, and specialised banks. Banks in Egypt can also be classified as public sector, private and joint venture. The degree of customer satisfaction and customer loyalty to a specific bank has been a major concern for many Egyptian banks.
The banking sector is strongly affected by political, economic, social and technological factors (Khosrowpour, 2006) . The current environment includes both opportunities and challenges. Accordingly, banks have realised that in order to be competitive, they have to build long term relationship with their customers and make them loyal.
Banking industry has been affected by the technology evolution that transformed the way banks deliver their services. The rate of information and communication technology adoption in the banks increased due to the governmental support in improving the infrastructure. Despite these improvements, banks are still in the early stages in terms of banking technology infrastructure necessary for large scale efficient call centers and elearning operations (Business Today, 2001) . Call centers was introduced in 1999, when many banks started installing interactive voice response (IVR) systems. Internet access found its way to Egypt in 1993 through the governmental and educational organisations, where in 1996 the government authorised the private provision of internet service. According to Kamel and Hassan (2003) Egypt realised the need for improving its infrastructure. Bank changes should also take human resources development need into consideration.
Banks as a key stakeholder for CRM systems can benefit from technology and e-CRM. This provides the platform for new emerging technologies as mobile banking. Banks is an excellent example; as e-CRM is the core of their service. As a result, Egyptian banks keep evolving and trying to adapt new technologies because nowadays, customers are more powerful. They can easily switch from one provider to another if they were not satisfied with the service; which makes it an excellent case study to investigate.
Research methodology
In order to answer the above stated question, a structured questionnaire was designed to survey the employees' perception and readiness towards e-CRM. The survey was administered in Alexandria, as the second main city in Egypt. Five case study banks were chosen for the investigation. A number of Egyptian public and private banks were surveyed to assess current methods and decision making practices relating to e-CRM adoption. The empirical part was carried out in five banks, three private banks and two public banks. These banks were selected, because they are the largest banks in terms of transactions, number of employees, assets, deposits and loans (Central Bank of Egypt, 2006) . The selected banks' are ranked as the top banks in Egypt.
Data were collected from employees in the form of structured questionnaires, where the questionnaire questions were adopted and adapted from literature review. The sample for this study is mainly based on random sampling, where decision makers and employees were selected using stratified random sampling. The sample bank branches were randomly chosen from both the public and private banks in Alexandria.
Statistical tables were used to determine the sample size of employees in the case study banks (Sekaran, 2003) . Four hundred e-CRM readiness questionnaires were distributed over bank employees working at the selected sample banks. Three hundred seventy seven e-CRM readiness valid questionnaires were returned.
The sample selected from each bank was calculated by dividing the total number of employees in each bank by the total number of employees working in the five case study banks (16, 571) . Then the result was multiplied with sample size 377. The result revealed the required sample size from each case study bank. Therefore according to Sekaran (2003) an appropriate sample size for this population would be 376 questionnaires, which is almost the 377 valid questionnaires returned.
The following table refers to the number of employees working in Egyptian banks from 2003 to 2006 (Central bank of Egypt, 2005 Egypt, -2006 . Table 1 indicates that the commercial banks sector accounts for the largest share of total number of employees within the Egyptian banking sector. Table 2 , it can be observed that the commercial banks sector has the largest contribution of deposits of the total deposits of the Egyptian banking sectors. Egypt, 2005 Egypt, -2006 . We can see that Table 4 indicates that the commercial banks sector accounts the largest share of the total assets of all the banks in the Egyptian banking sector. Questionnaires were designed in English and translated into Arabic. Questionnaire forms were distributed in both languages, according to respondents' preferences. The structured questionnaire distributed over bank employees include several questions related to the Employees' technology perception, e-CRM perception, and e-CRM readiness. The results of this questionnaire represents evidence in testing the research hypotheses and in illustrating what are the main factors that affect e-CRM readiness from the employees' point of view. This questionnaire includes seventy eight statements. Five-point Likert scales were used on some of the statements. With 1 as strongly disagree, and 5 as strongly agree.
The questionnaire includes two parts. The first part includes questions related to demographic characteristics, where the aim is to construct a profile for the respondents. The second includes sixty eight statements to measure employees' technology perception, e-CRM perception, and e-CRM readiness. Some statements were taken from other researchers (Ocker and Mudambi, 2002) to measure strategy defined by organisation. Some statements were taken from other researchers (Ocker and Mudambi, 2002) to measure organisational culture. Some statements were taken from other researchers Ocker and Mudambi, 2002) to measure technology readiness. The questions of the questionnaire were designed to collect data about the dimensions derived from literature about CRM, e-CRM, and readiness shown in Table 5 (b), 5(c) and 5(d). Table 5 (b) presents the dimension of the employees perceptions toward e-CRM adoption. It includes 22 questions that measure the scalability of the system used in the banks, the number of communication channels exist, the integration among those channels, the effect of the size of organisation, access to system easily, gaining control of the work, easily segment bank clients, create awareness about IT and IT capability. Research items measuring employees' perceptions are measured in a 5-point Likert scale, with 1 as strongly disagree, and 5 as strongly agree. (Ocker and Mudambi, 2002) to measure technology readiness using five-point scale.
• Using e-CRM gives me greater control over my work.
• The size of organisation affects e-CRM adoption.
• Staff has access to the same customer information.
• The bank maintains an outside sales force.
• Customers can access their account via emails.
• Customers can access their account via fax requests.
• The bank has a method to segment its clients.
• The bank administers a customer loyalty program.
• When customers like to modify a product/ service, the departments involved makes coordinated efforts.
• Our employee training programs are designed to develop the required skills for CRM and the use of IT.
• The bank has the capable technical personnel.
• The bank has the required sales/ marketing expertise.
• Technology is used to integrate customer channels.
• The structure is designed around our customers.
• IT enables customers to expect prompt services.
• IT enables employees to work with individual key customers to customise offerings.
• The bank maintains a complete customer database.
• The bank customises customer interactions using IT.
• Technical staff solve problems it in a timely manner.
• The customers can access their account and order service information via Internet/ wireless devices.
• The bank uses the Internet in its daily transactions.
• The transactions performed through website is safety. Table 5 (c), presents the dimension of organisational culture toward e-CRM adoption. It includes 17 questions regarding the employees' commitment, management support, awareness of benefits and usage of e-CRM, employees' resistance to change and improving employees' skills. Items related to the organisational culture dimension is measured in a 5-point Likert scale, with 1 as strongly disagree, and 5 as strongly agree. (Ocker and Mudambi, 2002) to measure organisational culture using 5-point scale.
• Employee performance is measured and rewarded based on meeting customer needs.
• Top management provides leadership for the building and maintain CRM as a major goal.
• The bank uses time and resources for CRM.
• Customers access and use their accounts via personal visits.
• Computer technology help customise offerings.
• IT facilitates the CRM.
• The bank manages all customer communications so that they are consistently relevant to the customer.
• Policies and procedures critical to CRM are well documented and consistent across all customer touch points.
• Our management understands the importance of IT in serving customers.
• I am fully aware of the benefits added to my work because of the new technology.
• Using e-CRM system helps me to do my work quickly.
• The bank specifies a budget for updating the system used.
• I am flexible with using new IT technology in my work.
• I am willing to take extra courses to learn new technology.
• The bank specifies a certain budget for updating the system used.
• I always trained on how to deal with changes due to the implementation of new technology.
• The training courses I had, always had a positive impact on accomplishing my work. Table 5 (d), presents the dimension of organisational strategy toward e-CRM adoption. It includes 22 questions measuring the existence of organisation vision and mission of updating system, clarification of organisation goals, organisation plan, IT policies and managers goals. Items related to the organisational strategy dimension are measured in a 5-point Likert scale, with 1 as strongly disagree, and 5 as strongly agree. Twenty-two statements (Ocker and Mudambi, 2002) to measure strategy defined by organisation using 5-point scale.
• Using e-CRM affects the quality of banking operation.
• The bank uses web site to market products.
• The bank has clear objectives and strategies for updating the system used.
• The bank has the required software to serve our clients.
• The bank has the required hardware to serve our clients.
• Individual customer information is available at every point of contact.
• The bank provides channels to enable ongoing, two-way communication between its customers and its employees.
• Customer information are shared across contact points.
• The bank information systems are designed to give customers data; so that we can be responsive to them.
• The bank treats each key customer differently.
• All employees understand and share the common goal of building and maintaining customer relationships.
• Our top management supports the use of CRM.
• Our top management team spends much time with their employees to discuss offering new products to satisfy customers.
• The bank has established clear business goals related to customer acquisition, development, retention, and reactivation.
• The bank fully comprehends the needs of our key -customers via knowledge learning.
• The organisation uses IT to support employees and organisational learning.
• Organisations placed set of goals in its IT strategy.
• Our Organisations IT strategy includes action plan.
• The training courses that were provided to me helped enhance my skills.
• The bank has an IT strategy.
• The employees are aware about the bank IT strategy.
• All employees implement the IT strategy of the bank. Table 5 (e), presents the dimension of different perceptions toward e-CRM adoption. It includes 22 questions measuring reliability, accuracy, responsiveness, awareness, courtesy, communication, continues improvement, and competence. Items related to the different perceptions dimension are measured in a 5-point Likert scale, with 1 as strongly disagree, and 5 as strongly agree Adapting 30 statements to measure how the employees' perceive the provision of service offered to customers. Using five-point scale.
Frequencies
Analysis of the survey shows that 58.5% are males while 41.5% are females. 34% were between 41 to 50 years old, 31.8% were between 20 to 30, 29.7 were between 31 to 41, and 4.5% are over than 50. The majority of respondent 94.4% were university graduates due to the job requirements in the banks. 2.9% had only attended secondary schools, and 1.3% was diploma holder and 1.3% was master holder. 71.1% is working in private banks and 28.9% are working in public banks. 36.6% works in customer service department, 35.3% works in operation department and 28.1% works in cash department. 28.6% spends more than 8 years woks within banks, 26.8% spends between 5 to 8 years, 24.4% less than 2 years works in the banks and 20.2% spends between 2 to 5 years within banks.
Data analysis
In order to confirm the research hypotheses, it was important to test data obtained using different tests. For all questions in the questionnaire simple frequencies were derived. Chi-square test was used to test which are the main factors that affects e-CRM readiness. The chi-square significance tests, with value equal to 0.05 or less indicates that a dimension is significant, where we can reject the null hypothesis. On the other hand, if the value is larger than 0.05, it indicates that the result is not significant. In other words, we fail to reject the null hypothesis.
The research assumes: If H0: µ1 = µ2 = µ3, accept H0 if significant of variance >0.05. If H1: µ1 ≠ µ2 ≠ µ3 accept H1 if significant of variance <0.05.
H1 Employees' technology perception affects e-CRM readiness.
Logically and theoretically speaking, technology should be an essential factor for assessing e-CRM readiness, but in order to test whether in reality, the perception of technology by employees will affect e-CRM readiness in banks or not, chi square tests were used and the results obtained were as follows: Chi square = sig. = 0.027. The researcher found that the value associated with the Perception of technology is 0.027, by comparing the value to 0.05, we find 0.027 is <0.05. Therefore we accept H1 and reject H0. In other words, we can say that Perception of technology affect e-CRM readiness. This indicates that perception of technology is considered an important factor that affects e-CRM implementation. Lack of technology awareness and computer illiteracy makes it difficult to take advantage from e-CRM, where according to Kamel et al. (2009) there are 33 million of Egyptian cannot use the internet.
H 2 Organisational cultural affects e-CRM readiness.
As Egypt is a developing country, with a high rate of illiteracy, the researcher expects that organisational culture will not affect e-CRM readiness. In order to test this hypothesis, chi square test provided the following results: Chi square = sig. = 0.000
With these values, it has been found that the null hypothesis can be rejected and accept H1. The interpretation is that organisational culture affects e-CRM readiness. This is very interesting because it clarifies that organisational culture changed and is considered as an important factor in assessing e-CRM readiness. Since the major risk associated with e-CRM implementation is employee resistance to change . CRM requires cultural re-education for all employees inside the organisations (Junior and Regno, 2003) , that is, to start with employees and their commitment. Employees must also understand the purpose and changes that CRM will bring. In other words, the organisation must first examine its own culture and business attitudes, where in 2002, Davis has stated that culture has greater influence than technology in a successful e-CRM.
H3 Corporate strategy affects e-CRM readiness.
In order to establish and maintain good position and be competitive, a corporate strategy should be clarified. Since e-CRM has been evolving and adopted all over the world, we would expect that corporate strategy to affect the e-CRM readiness. We used the chi square test. The result was chi-square = sig. 0.928.
By comparing the value to 0.05, we find 0.928 is >0.05. Therefore H1 can be rejected and accept H0. The interpretation is that there are so many aspects that need to be considered and addressed before actually adopting e-CRM and expecting much of it. It has been found that the Strategy does not affect e-CRM readiness. Although, 74%of executives believed that CRM fails due to the flawed execution of plans (Freeland, 2002) , the CGI Group Inc. 2004, stated that if CRM is implemented without a strategy, this will result in a failure. According to Greenberg (2002) , CRM must start with a business strategy, which requires a change in the business, and influences work processes. However, we could not prove a clear impact of corporate strategy on e-CRM.
Corporate strategy should be a perquisite to e-CRM adoption. Any organisation should have a strategy for adopting new technology that requires restructuring in business process and developing employees, this achieved through managing IT. E-CRM in fact is a micro strategy that should fit into macro strategy of organisation.
H4 Bank employees' perception regarding e-CRM affects its readiness.
Employees should realise the benefits they gain from implementing a new technology as e-CRM for facilitating their work. A chi-square test has been used. Results were obtained as follows: chi-square for employee's perception = sig.:0.00. The value associated with employees perceptions is 0.000, so it is smaller than 0.05, therefore H0 can be rejected. It has been found that employees' perceptions affect e-CRM readiness.
Since employees are behind the high or low level of customer service provided to their clients this due to the absence of customer service culture as well as the inadequate technological support. The lack of information about customers is another main reason. This shows that e-CRM perception would affect its readiness.
Finally, the research seems to prove that employees' technology perception, organisational culture, and bank employees' perception seem to affect e-CRM readiness in the Egyptian banking industry, and deserve to be prioritised from the decision makers' point of view. However, corporate strategy does not seem to have the same impact on e-CRM readiness. This supports results of Al-Alawi (2004) which states that although CRM is actually available in organisations in Bahrin, employees are still unaware about the strategy. They also do not have adequate technology that facilitates CRM implementation. This is due to organisational culture, lack of information about their customers and high cost. Another study in Saudi Arabia showed that there are high certainty avoidance and high power distance although employees earn high income. This simply means that in order to promote and enhance the e-CRM adoption and use inside banks, decision makers should consider how bank employees perceive technology, the organisational culture, and highly consider employees perception towards e-CRM, which in turn should derive the normal potential benefits of CRM and e-CRM of acquiring, satisfying, and retaining bank clients.
Conclusions
Although the research at hand shows that from an employees' perspective, the perception of technology is an important dimension in e-CRM assessment, Egyptians are infrequent Internet users (Maged, 2010) , and most bank websites do not function or allow multiple transactions but are rather only used by clients to check their accounts.
In 2009, Frow and Young have also illustrated the importance of information flow and the integration between various systems, where banks should identify their IT capability and adopt the e-CRM application (Karanasios and Burgess, 2005; Ocker and Mudambi, 2002; Amsteletal et al., 2000; Ward, 2001; Simpson, 2002; Stahl, 2003; Chen and Chen, 2004) . This study supports literature, where Employees believe that in order to let banks website be interactive and better satisfy their customers; banks should integrate all clients' information from different channels, across different types of systems. This would enable employees working at any given bank branch to collect, store, modify and share customer information, which would increase the flexibility and efficiency of work.
From the data collection and analysis of the questionnaires, bank employees claim to consider the perception of technology as an important factor that affects e-CRM implementation. The questionnaire analysis revealed that employees believe that banks have the required software and hardware to serve customers in an efficient way, and that they maintain a comprehensive database of their customers, where any employee in any department has access to the same customer information. They provide different channels to enable an ongoing, two way communications between banks' key customers and employees. This shows the clear steps that banks are taking in order to improve their image and relationship with customers.
Corporate culture is another important dimension in e-CRM readiness (Ocker and Mudambi, 2002) where employee questionnaire respondents and employee interviewees proved that culture is a major aspect that highly affects the e-CRM adoption readiness. This is also supported by literature where Ali and Altai believe that organisations play a major role in creating value for customers; especially due to the challenges they face across cultures. They stated that cultural factors affect the success or failure of Information Systems as well as e-CRM.
Organisational culture seems to highly affect e-CRM readiness, which highlights the importance of paying enough attention to this specific factor. Accordingly, it is important to manage management and staff resistance to change; especially in receiving different training programs, workshops, seminars, or any other educational course that would enhance employees' skills. It is also of equivalent importance to make employees aware and keep them informed about the benefits and value that information technology would bring to their work. This technology utilisation would enable technical support personnel to better serve their customers and maintain stronger customer relationships.
Many researchers have identified the importance of an organisational strategy for e-CRM success and the need for a clear framework to adopt e-CRM (Radcliffe, 2001; Kale, 2004; Payane and Frow, 2006) , or else the e-CRM will fail (Rigby et al., 2002; CGI Group Inc., 2004) . However, employees' questionnaire data analysis have proven that bank employees in Egypt do not regard it as an important or effective with regards to e-CRM readiness in the Egyptian context.
Interpreting the employee questionnaire shows that employees' perception affects e-CRM readiness. This supports what Sanayei stated in 2004; where she mentioned that CRM builds a relationship between employees and customers in order to satisfy their needs and preferences.
Finally, the investigation enabled the researchers to identify the main dimensions that affect e-CRM readiness of the Egyptian banks. The research examined the organisational; mainly internal factors in banks that affect e-CRM adoption. These factors are perception of technology by employees, organisational culture, corporate strategy and employees and decision maker perceptions for e-CRM. Case study public and private banks were selected to study these aspects. Although, Corporate Strategy was not found to affect e-CRM readiness in the Egyptian banking industry, the main important factors that affect e-CRM readiness in organisation are employees' perception of technology, followed by the organisational cultural and employees' perception regarding e-CRM all seem to affect the organisation's readiness to adopt e-CRM. Thus, it is important to keep bank employees aware about the potential benefits that they would gain from adopting e-CRM.
The findings provide a valuable and practical resource for researchers wishing to further enquire into e-CRM readiness. By utilising the findings of this study, decision-makers would be better positioned to understand the impact of their policies on the perceptions of employees, and on the overall e-CRM implementation in banks. The conclusions drawn from this study could be used as a tool to enable a greater degree of awareness of things that were previously unconsidered.
